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‘. It is now generally recognized that the power companies 
will never be able to serve more than half of the farmers in 

. this country. The other half, who will want electric service 

Z just as much as those fortunate enough to be along high 

te lines, will have to depend upon lighting plants. 

c The plant dealers and manufacturers have mighty bright 
new plant sales, to say nothing of replacing worn out plants. 
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le prospects for the next few years, from the standpoint of 


Encouraging Much to their own surprise, a num- 
ber of farm lighting plant dealers are 


Evidence finding growing interest and growing 

sales for their products among 

farmers. The fear which was shown a few years ago by 

some dealers that the growth of central station service 

would mean the death knell of the plant business is proving 

unfounded. Sales in light plants are continually increasing 
and sales resistance is actually easing up. 


The reasons for these conditions are not so difficult to 
find when a careful analysis is made of the situation. 


There is an old rule among advertising men that the 
first object of an advertisement is to secure interest, and 
the second, to create desire. 


And that is just what the publicity given the rural elec- 
trification movement is accomplishing in the minds of 
farmets throughout the country. Interest is being develaped 
because farm papers from coast to coast are carrying stories 
on the successful use of electricity on farms. The testi- 
monials to the value of electric current in reducing labor 
and making more money for the farmer are creating the 
desire. 








* ELECTRICITY ON THE FARM (except this ‘‘Dealer Section,’’ printed on tinted paper) 


has already been placed in the hands of more than 111,000 a along the rural lines 
Operated by more than 200 power companies. Hence the articles you find in this copy will 
read, or have already been read, by many of the farmers in your territory. You are, therefore, 


in a position to approach these farmers on the subjects with which they are familiar. Your 
Way 


paved for increased sales of electrified farm equipment. 
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VY MILLION NEW FARMS 


to be electrified by 1932 


“Tals means profitable business for the dealer who can gain the 

confidence of these farmers. Knowledge of the field is the key 
to future profits. Your farmers will expect you to tell them— 

What will it cost to wire their farm? 

What equipment should they buy first and why? 

How much does each device cost to operate? 

How do operating costs compare with other methods? 

What are the advantages of electric operated appliances? 


What about this I read about in “ELECTRICITY ON THE 
FARM?” 


























How many of the more than 200 applica- 
tions for electricity in the farm home, in _ | 
the field, and in the barn can you accurately 7 
describe. 


Ne aa 


You can get the answers to these and other 
important questions on this vital subject in 
the invaluable reference book illustrated 


below. 



























This 50c hand book, pub- 
lished by the Committee 
on the Relation of Elec- 
tricity to Agriculture, 
and the monthly maga 
zine ELECTRICITY ON 
THE FARM (Dealer 
Edition) will be sold 
for a limited time at 
a greatly reduced 
combination rate.— 
for just the price 
of a two-year ‘sub- 
scription to ELEC- 
TRICITY 


I oN 
THE FARM— 
one dollar. 

ED- 
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FARM LIGHTING 












Will help you make more Money - - 


7ESTERN CABLE batteries mean more money and more 
business in your pocket, and we want you to write 
immediately for all the details on this business builder. 
This battery incorporates the years of experience we have 
gained in specializing in this field. We also manufacture a 
complete line of A and B types of storage batteries for radios 
and automobiles. 


Large production of plates of different kinds for the trade. 

















Five year Write 

guarantee for 
proposition 

Heavy-duty 

plates 





Western 


Cable & Light 






Extra heavy 
reinforced cover 






Company 







Ample 
Sediment space 








BALDWIN, 
WIS. 
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Low-priced cleaners 
plus 
mxp _—itthe right 


MODEL 


*13°° sales plan... 


ROFITS! 


HEN a sales plan that really 
sells is put behind good cleaners 
JUNIOR at low prices....then the profits 
MODEL begin to pile up! 


$2450 


Phas The General Electric name on these 
attachments cleaners is one of their major sales 
points. But a monthly circulation of 
over eight and a half millions in Good 
Housekeeping, Woman’s Home Com- 
panion, Pictorial Review, Liberty 
and Modern Priscilla, has an over- 
whelming influence on the buying- 
habits of women in your community. 
























STANDARD 
MODEL To focus local selling right at your 
= . . . 
S335 °° shop, there is an intensive newspaper 
less campaign, with a generous allowance 
attachments 
for you. There are unusual folders, 
too, mailing pieces, window displays 
and an important silent salesman, 
For the Standard and Junior mod- the Mr. How-to-do-it Tag that has 
Ry Ae e Oren as a caused so much favorable comment. 
mentsisavailable. Prices are 


$6.50 and $10. 
To get full information, phone or wire the 


Prices quoted are those which pre- General Electric Merchandise Distributor near 
vail East of the Rockies. you or Section C-623 Merchandise Department, 
General Electric Company, Bridgeport, Conn. 


GENERAL @ ELECTRIC 
ae CLEANER 
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Farm Displays 


By Ernest A. DENCH 


66 (°° IGHT attraction is the best 
S seller” is the authentic 
claim—based on a depart- 

store survey—made by a 

manufacturer of electrical equip- 

ment for farm homes. And said 

manufacturer is inclined to take a 

dose of his own medicine, for his 

model displays released to dealers 
are based on the visualized ap- 
peal, to sell the farmer and his 

wife on the godsend of having a 

constant supply of water for every 

farm. farm home and garden use, 
without the back-breaking dis- 
comforts of the well or pump. 
This “sight attraction” is an 
important point in addressing elec- 
trical equipment. displays to farm- 
ers. Less ingenious merchandisers 
would have given up the ghost 
long ago, but fortunately there 
were no precedents to retard their 
progress. Not a few farm elec- 
trical dealers were perplexed when 
they reviewed their small show 
windows and the immensity of the 
pictorial theme that lay before 
them. These pioneers deserve a 
whole lot of credit for incorporat- 
ing the model farm environment 
in their window displays. Their 
imagination applied to a trouble- 
some problem resulted in the 


mental 


miniature farm setting—one which 
is a good 
when the theme 


repeater—especially 
is tackled from 





one angles it 


the thousand and 
suggests, 

Here, then, are the results of 
our recent garnerings in promot- 
ing “electricity on the farm.” The 
ideas will suggest application to 
your own show windows. 


Modern Farm Life 


The part played by machinery 
in modern farm life was the sales 
angle of the display arranged by 
W. E. Neyland and Sons, Golaid, 
Texas. The centre of attraction 
was the model farm dwelling on 
a miniature scale—painted white 
with a green roof, and flanked by 
a well-kept grass plot. Adjoining 
the house, to the right, was a 
tillable plot, where a toy tractor 
was at work. At the left was the 
red-painted barn, near which was 
a miniature windmill, moved by an 
electric fan hidden behind a pile 
of hay to the rear of the barn. 

A painted inscription on the gate 


leading to the farmhouse read 
“Farm-all Home.” Another sign 
attached to a toy automobile 


passing the farm announced that 
“IT am on my way to Neyland’s 
for modern farm appliances.” 


Outcome of 5c and 10c Store 
Purchases 


This display from Glenn and 
Lautis, Stockbridge, Michigan, is 





Here's the Display From Glenn and Lautis of Stockbridge, Michigan. 


It is a Miniature Farm Composed Largely of Toys 














D 6 





the result of browsing among the 
toy counters of the five and ten 
cent store. A couple of dollars 
for such toy farm props goes a 
long way, especially when coupled 
by artistic skill, such as Mr. G. 
Usher put into the effort. <A 
model farm complete with out- 
buildings and fenced corrals and 
garden was the result. Horses, 
cows and pigs were in evidence, 
while a toy pump, motor and 
tractors put over the modernizing 
idea, as did electric lighting inside 
the barn and farm house. The 
trim was exposed to a red flood- 
light at night. 


Old-Man “Specific” 


The two foregoing displays 
exemplify the general farm treat- 
ment—one especially effective in 
a community with a diversity of 
agricultural interests, in order 
that the display may not be linked 
with any especial type of farm, 
yet adaptable to ALL local farms. 
However, this soon exhausts the 
window display selling angles, and 
a good follow-up service is that 
rendered by Old-Man “Specific.” 
Not only in rural sections where 
farming is of many kinds, but 
likewise in counties planted to one 
particular main crop, or facing a 
uniform condition, such as_irri- 
gation. 


Dike Farming 

Tor 

Electric 

ington, 
dike 

possibilities 


instance, the Northwestern 

Co., Woodland, Wash- 
went after the business of 
farmers in revealing the 
of electric service on 
farm __ properties. The show 
window was divided into two 
equal sections—one devoted to de- 
picting a miniature dike farm; 
the other, to featuring such appli- 
ances as the electric range and 
ever-hot cooker. 

The electric pump was featured 
in the miniature dike farm lay- 
out, with the show card suggestion 
—“‘Let Us Electrify Your Dike 
Farm, Too—The Electric Pump 
for Home and Farm.” The show 
card linked with this in the neigh- 
boring trim announced: “A Mod- 
ern Way for Modern Days.” 

The dike farm environment at 
the background was created with 
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branches to 
on a river bank. The 


small 
trees 
of sand with a bank dike ex- 
hibited the tiny farm buildings in 
a realistic manner, complete to the 


tree represent 


floor 


power lines connecting same, 
Celluloid cattle, doll farm hands 
and toy tractors and cars, were 
the “props” used. A _ cut-out of 
the featured pump was also in 
evidence. 

The other half of the window 
was noticeable for its appetizing 
appeal—one put over with a 
genuine pork roast, browned 
potatoes and dinner rolls, all 


cooked in the electric range. 
Mrs. William Scotton, who ar- 
ranged this convincing two-in-one 


display, reports the sale of one 
pump, one range and four cookers 
directly traceable to the display, 


which carried off the first prize in 
a local Planter’s Day window dis- 
play contest. 


An Irrigated Farm 


The prosperity that irrigation 
has brought to the Snake River 
Valley, and the modernizing in- 
fluence of electricity, was the 4 
unfolded in the display made 
Everybody’s Store, Idaho Fall, 
Idaho. Noble Bernston — skipped 
none of the innumerable details 
that would be noticed by the 
farmer or his wife. If anything, 
he put in a few extra human in- 
terest frills to gain more attention 
and interest for the display. 

3ut the focus point was where 
it should be—the extension ot 
power to these outlying rural sec- 
tions. This model farm was lo- 
cated on a macadam _higiiway, 
along the curves of which were 
trafic danger signs. Near the 
highway, ran the power lines on 
diminutive poles, with direction 
connections to the one farm in the 
window. The result was clearly 
seen in the electrically equipped 
and lighted barns and _ houses. 
Gasoline, too, as applied to the 
tractor (at work in the fields) was 


another up-to-date touch. A cow- 
boy doll was busy tossing the 
lariat at frisky toy steers. The 


farmer’s small boy was sitting on 
the bank of the ee anal, 
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There’s “Load” In Chickens 


And a Profitable Business for the 

Poultry Equipment Dealer Who 

Knows His Kilowatts and Uses These 
Merchandising Principles 


By W. T. KInpeEx 


ELOW is the continuation of 

the article under the above 
title appe aring in the February is- 
sue of this magazine. In it Mr. 
Kinder gives some very useful 
suggestions on displays designed to 
sell. 


If You Want to 

Sell "Em You 

Have to Tell 
’Em” 


After you have 
selected your line 
on such considera- 
tions as these, and 
received your stock 
order, then what? 
You have bought 
electric poultry 
equipment for the 
purpose of selling 
it. To sell it you 
must show it. The 
better.you show it, 
the more you sell. 
Your merchandis- 
ing success will de- 
pend largely upon 
your “display.” 

How can the 
farmers of your section find out 
if you carry the equipment they 
have been reading about in their 
Magazines unless you let them 
know. They must be attracted. 

_ Make use of the display window 
im your own store. This is one 
ot your best bets for arresting the 
attention of your present customers 
and letting others know you are 
“headquarters” for this kind of 
juarter 
electric service. Frequent changes 
in the items on display, and even 
more frequent changes in their 
arrar zement in the window, will 
arouse interest. Don’t let your 
display become “old stuff” to peo- 








W. T. KInvErR 


ple who call often. Give them a 
new slant—something different to 
think about—every time they come 
along. An incubator with eggs 
showing through a glass top or lid, 
under incubation, tells an interest- 
ing story. An electric brooder with 

baby chicks thriv- 

ing and happy un- 





der the faithful 
“electric hen” pre- 
sents an “action” 
picture in which 
you can also in- 
clude a_ drinking 
fountain with its 


electric heater. 
Over - crowding 
a display window 


is bad showman- 
ship and merchan- 
dising. But an at- 


tractive window 
will open the way 
into the store with 
an invitation to 
inspect at close 
range each item in 
your electric poul- 
try equipment line. 
This is worth a special display 
department, clearly “departmen- 
talized,”’ so to speak. Let it stand 


.out as a separate interior display. 


It won't require much space, and 
you will be money ahead if you do 
not confuse it and destroy its 
effect by mixing in things that are 
foreign to poultry. 

The most successful distributors 
always have a Display Counter, 
where the smaller items of the line 
can be picked up and handled by 
your prospects. It pays to encour- 


age this familiarity through handl- 
ing and inspection at close range. 
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And remember, dust is a parasite 
that eats profits. Displays must 
be kept clean and fresh. 

In favorable weather, do you use 
your sidewalks, especially for dis- 
play of the larger units of electric 
poultry equipment? This space 
has the advantage of being cheap 
and of placing the merchandise in 
full view where it can be examined 
by those who often “fear” asking 
questions of salesmen inside the 
store. These potential buyers will 
stop to look over the outdoor dis- 
play and you will find many of 
them coming inside for further in- 
formation—and to buy. 


Demonstrations Help 


Running a special demonstration 
day at the home of one of your 
customers or prospects out in the 
field provides a favorable oppor- 
tunity to tell your story. Showing 
every item of equipment in normal 
operation helps to vitalize the sales 
story and from the comments that 
are made in this friendly “neigh- 
borhood” atmosphere it is not 
dificult to pick out your best 
prospects from those invited to the 
exhibit. Many dealers very suc- 
cessfully work themselves into the 
program of schools and clubs, in 
this way reaching through a popu- 


lar “lecture” and exhibit many 
folks who need to know more 
about electric equipment before 


they can be expected to buy. 

Exhibit space at the fairs, poul- 
try shows, farmers institutes, etc., 
of course provide a splendid oppor- 
tunity to contact prospects with 
your story of what electric poultry 
equipment will do. You meet your 
prospect under different conditions 
than in your own store, besides 
reaching many people who might 
not otherwise seek you out. 

In all these displays, descriptive 
placards and signs should be used 
very liberally. Eyen though the 
individual looking in on your dis- 
play may be a poultry raiser he 
may not fully grasp all the advan- 
tages of the electric equipment you 
are showing, and a few words of 
explanation on the card will arouse 
his interest. These “silent sales- 
men” work hard for little money. 

The equipment manufacturer 
should be able and willing to give 
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you many valuable’ suggestion. for 
your local newspaper advertising, 
and with a mailing list of vour 
best prospects, circular letters on 
seasonable items with leaflet; or 
booklets enclosed will put an etfec- 
tive “punch” into your campaign 
for new business. 


Find the Point of Interest 


Wherever you may be dernon- 
strating, find the point of interest. 
With men, the substantial and dur- 
able features of equipment, and its 
make the 


economy of operation, 

strongest appeal. With women, 
the sanitary and convenient {fea- 
tures should be stressed. In mer- 
chandising, you have to be more 
than a buyer. All your clerks 


must be sold on the merits of ° 
line you carry. If they don't un- 
derstand the reason why you Poon 
selected a particular article for 
your stock, either because it has 
better quality, better design, or 
more improvements, they will not 
be prepared to bring the pressure 
of these selling points to bear when 
the sales opportunity is at hand. 
By studying the line yourseli, and 
knowing your own goods, you are 
better able to make the customer 
feel he can easily and conveniently 
do everything it will be necessary 
to do after he installs the equip- 
ment you want to sell him. 

In electric poultry equipment 


there is more than just “egg 
money” of the old days for thou- 
sands of farmers, and you will 


find your local power company 1s 
ready to appreciate and cooperate 
with the merchandising efforts you 
put behind this line. 


Water Softeners Used 


The use of domestic water soft- 
eners on farms is increasing. 
Their need is very marked where 
water with a high degree of hard- 
ness only is available. At the 
present time around 28,000 of these 
softeners are being installed yearly 
throuchout the country. 





First Farmer—‘“TI’ve got a freak on 
my farm. It’s a two-legged calf 
Second Farmer—“I know it. 
over to call on my daughter last 


He was 
night.” 
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Headlines That 
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Planning Advertising 






Sell Electric Service 


By A. A. SHIELDS 


impressions are what 
count and the headline for 
rural electricity should “plunge 
right in” with what it has to say. 

The headline is the “take-off” with 
which we have become famiiiar in 
aviation. And, as Arthur H. Car- 
hart once remarked in Author and 
Journalist : 

“If a pilot does not make a 
good get-away on this he is liable 
to stand on his head, bump into a 
barn or crash a tree. I’m no 
aviator, but it doesn’t take a seer 
to know all that.” 

In the same way the advertise- 
ment for rural electricity must 
have a good “take-off.” It must 
make a good getaway or it will 
bump into something. That some- 
thing will be lack of interest on 
the part of the newspaper reader. 

Consequently, the opening of the 

whether it be a 
headline or a picture—must be in- 
teresting. As a newspaper writer 
pointed out in discussing the value 
of “Getting Started” in writing: 
_ “The opening of a famous play 
s ‘Who’s there?’ In less than a 
minute we are in the middle of a 
ghost story. . . All of which in- 
dicates that when a genius has 
something to say, he frequently 
plunges right in to say it.” 

Of course, more advertisements 
for rural electricity take-off with 
headlines than with pictures. That 
is partly because we are a nation 
of headline readers; we want to 
find out what it is all about. 

“The headline ought to tell a 
man something he wants to read,” 
Claude C. Hopkins, prominent 
advertising man, told a group of 
advertisers in ‘Chicago. “I put 
every headline that I use in upper 
and lower case letters (Little 
Letters Like These) and I try to 
write it as a newspaper man writes 


IRST 





his headlines, except that I try to 
write it calmly while the news- 
paper man has to do it hastily.” 


This naturally raises the ques- 
tion, “But how can a dealer or 
central station man tell what a 


man or woman wants to read?” 





Back to the Small Town 
Industry Follows Power 


“Where power 1s,” says industry, “there is 
my home.” 


Today the man who starts out to seek his 
fortune in the great city is likely to meet his 
job traveling the other way. 


Today, power—electric power—is pretty 
nearly everywhere in Alabama. Every, year, 
the long stride of the giant transmission line 
opens fresh territory. 


To 381 communities in Alabama, these hum- 


. And to the farmer, they bring 
So his doers sarhet Sor Me proses Pad te 


electric motor and the electric light that is 
making decentralization possible. 














This advertisement plunges 

in with what it has to say. 

peared in an Andalusia, Alabama, 
newspaper 
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RURAL ELECTRIFICATION 


To the Farmer Whe Wants Electric Service: 


Wintive. The financing of the neomenry equipment-caile fot rmource. We con 
wunratier electrical servier for = surprisingly small initial owtiey nothing 
Se be Paid nel the Line has bern built and everything wurking properly 


An inquiry © nak to 5m sppeintment invetving me sbligntion. 


Co-operative Electrical Contractors 


“ELECTRIC LIGHTERS OF 1000 FARMS” 
PITMAN, N. J. 
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less ‘reason why,’ and where the 
aim is conciseness and practicality, 
They appeal to the prospect who 
wants facts. 

“One advantage about headlines 
like these is they almost compel 
the copy to be logical and in- 
formative. There is little chance 
of the copy wandering away from 
the subject as long as the copy- 
writer keeps his eye fastened on 
the title.” 








































The “open letter’ headline gets at- 

tention from others besides those 

aimed at—it’s human nature to 

take a peek at the correspondence 
of other folk 


An opinion that can be happily 
applied to advertisements for rural 
electricity, was given in Printer’s 
Ink, by Hobart Wiseman: 

“In case of doubt, recourse may 
always be had to the old reliable 
headlines that beg ‘how’ ‘what’ 
‘why’ ‘when’ ‘where’ or ‘here.’ 
Such headlines may not be excit- 
ing but they are always useful 
over messages addressed to canny 
buyers. They are often found 
over copy that contains more or 


That Night the Bay Mare 
got Loose 
Cris RAST Bing! A noise oat 


ia the baral 
What happened Where's chet lantern? . . 

bout ten minutes later you get out to bara 
an a dim, daogerous, wocertain light in your 
band. 
That's how it is without Delco-Light. 
Now, suppose 

Every corner o! 


x barn 
led with electric Wabeigh that can’t upset 
and set the whole place 


If Deico-Light dido’t give you sort but / 
you'd be getting your om aa 
does so many more things ul 
about ‘em all ia this ad. ‘Bus I'd like to see you 
oe of these days and talk it over. 


id if. can't tell ed 


J. P. Dockery 


1603 Staples Phone 2733 
or drag mea card and Ti 











Carload of DELCO-LIGHTS Coming 
to Corprs Christ! 
Sales Campaign Now ‘Geng 0 on—8 Light Plants Sold First 
6 Days 








The headline of this advertisement 
hints at the story of an interesting 
incident 








Magic 
Hands 


At a Price You Can Afford 
4 \ 
Our of more than 2,000 miles gf trans 
mission lines of the West Texas Utilities 
Company extend thousands of MAGIC 
HANDS ready at the throw of a switch to 





Flood Your House; Barns; Chicken 
House and Yard With Lights 


Do the Washing, Ironing and 
Vacuum Cleaning 


Keep the Radio Battery Charged or 
Operate an Electric Receiver 


Milk the Cows, Separate the Milk 

4 Grind the Feed, and Operate 

Scores of Other Labor 
Saving Appliances. { 


» 











Are you taking full advantege of the 
70000 horsepower of electrical encrgy 
L available from the great generating plants 





of our company’ | 


i" 





Tease their fancy or arouse their 
curiorsity in the headline 


Another good plan is to use 
headlines that arouse the curiosity 
of the reader by promising to re- 
late an interesting incident or dis- 
cuss some common subject from 
an out-of-the-ordinary viewpoint. 

Still another, is the open-letter 
method. If you address an ad- 
vertisement “To Farmers South 
of Town” it will get attention, not 
only from the farmers south ot 
town, but those from the other 
three points of the compass com- 
not resist the human temptation to 
take a peek at somebody elses 
correspondence. 

An old but dependable plav ‘is to 
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ask a question in the headline. Do 
you think that W. Livingston 
Larned summed up a common 
trait in human nature, when he 
explained, in Printer’s Ink, his 
“suspicion that one of the surest 
methods of getting attention is to 
put a problem up to the reader? 
“A plain statement in a_ head- 
line might go unnoticed by many. 
Many interesting statements at- 
tract only a certain percentage of 
persons. But it is natural for us 
to answer a question. This ques- 
tion can be in any of a number of 
forms. It may be merely a re- 
minder of a fact thoroughly under- 
stood, it may be a challenge, it 
may arouse the reader’s cupidity 
and again it may be a mild re- 
primand. 
“But answer the question the 
reader will, if he sees it at all 
“People have a way of thinking 
that they are human index files of 
information. It’s a pretty good 
proof: of sound and _ active 
mentality to bob up with a quick 
answer or a clever solution. The 
question mark is. an arouser of 
interest. In a sense it is a ‘dare.’ 
‘Answer me if you can!’ it says. 
“And as it is necessary for you 





ee aa 
f The Unreasonable Hen 


‘OU can't reason with ahen. She's unrcason- 
able. You cao’t say, “Now Julia (or whatever 
the hen's name is), you stay up and have ¢ little 


too late in the morning. You must catch up on 
oe egg-laying. Nebody can say that to a hen. 
you can make hens do that, just the same. 
Get @ Delco-Light plant and give em electric 
lights to eat hy. Hens don’t like to eat in the 
dark. And if they don't cat and scratch around a 
lot, they simply don't lay eggs! 
We've got some interesting facts about electric 
i and eggs. If you'll call us up or drop ia 
and see us, we'll tell you show a lor of Sikes 
farmers have it hens increase 
os a caumamaiee = yee ° 
lieve bigger egg profits would e you 
bad. W. Would pon od * 


BACON ELECTRIC CO. 


Jacobson Block—ist St. S. W 


NOON WWW WN Woy 


IH an 


DELCO-LIGHT 
Crit tt 


— —. OF GENERAL MoTORS 
53 Made end Guarenteed by Deleo-Light Company. Dayton. Obie. 
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Promises to discuss some common 
subject from “an _ out-of-the-ordi- 
nary viewpoint 
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Fatrbasks-Morse Home Light Plants 


-6- 








—the new Fairbanks-Morse 
Home Electric Power Piant 


Already this fall two famitics have decided to 
pool their holiday money und purchase a 
light plant for the farm home. 

According to the experience of others this 
was a mighty sensible thing to 

If you can’t find time to come herg personally 
drop us a card and a representative will call, 
demonstrate a plant, and explain the casy 
"Maw plan. 


Magic Grain Dump Co. 
East of G. N. ee Depot 
SPARTON 9-Tube Kadios 


PHONE 











“Here” is a direct lead-in to a 
subject 


to read down into the body of the 
text to discover the other fellow’s 
answer and as you very much wish 
to see if your own is correct, this 
headline or leading paragraph has 
lured you (the prospect) into 
hearing all that the advertiser has 
to say. 

Take-offs for rural electric ad- 
vertising along the lines suggested 
may not always be spectacular. 
But they will prevent the advertise- 
ment from standing on its head 
and getting nowhere. And to quote 
Mr. Carhart again: 

“Watch your take-off. It is as 
important as knowing when to 
stop. And that latter is knowledge 
beyond price.” 


A \% hop. electric motor driving 
a potato grader on the farm of 
Mr. L. H. Brubaker, Lancaster 
Countv, Pa., graded 700 bushels of 
potatoes using only one kilowatt 
hour of electric current. In Octo- 
ber he graded 1,300 bushels of po- 
tatoes, consuming 2 kilowatt hours. 
As Mr. Brubaker formerly em- 
ployed a man to: turn the machine 
by hand, the. little half-horse- 
power motor saves a man’s ‘ime 
and the energy cost was almost 
nothing. 
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The “Rustic” Element 
In Selling Farm Lighting Systems 


PARKER. 


3y WILLIs 


T takes a semi-white collared 


man to sell farm lighting 
Systems in our territory,” 


explained E. D. Bierwirth, sales 
manager of the Denver branch of 
the Delco-Light Company. “The 
automobile has brought farmer 
and city man so close together 
that it isn’t necessary for a farm 
lighting unit salesman to wear 
overalls, whiskers, and long hair, 
containing a bountiful supply of 
hay-seed, to get the confidence of 
the farmer prospects. The farmer 
is used to white collars because he 
motors into town, now days, and 
comes in contact with hundreds of 
merchants and others all of whom 
wear white collars or other attri- 
butes of modern masculine style. 
“However, as evidence of there 
remaining some of the former 
skepticism, we have found it ad- 
visable to re-organize our sales 
force and take on a bit more of 
the ‘rustic’ after having for several 


years sought well dressed sales- 
men—‘city fellow’ types. ; 
“Frigidaire wand Delco Light, 


vere, for a time, combined in dis- 
tribution. Our Frigidaire dealers 
handled Delco-light and vice-versa. 
The two lines of equipment do not 
combine as readily as one might 
suppose, for we have determined 
that it takes an entirely different 
type of salesman to handle Frigid- 
aire from that required to handle 
farm lighting. The electric re- 
frigerator salesman must needs be 
dressed in the latest style, he is 
refined as to manners, he makes 
numerous calls on his prospects and 


in other ways works at a fast pace, 
for it is quite obvious that the bulk 
of the electric refrigerator sales 
are made in the city. 

“The sales tactics of the electric 
refrigerator salesman would be 
looked upon with suspicion by the 
farmer, and, on the other hand, the 
procrastinatory, dilatory purchas- 
ing methods of the average farm 
owners gets on the nerves of the 
city type of salesman. The two 
will not jibe. 

“The old time dealer in farm 
lighting systems was an excellent 
counterpart of his prospect. He 
could sit on a rail fence, whittle a 
stick and chew tobacco with the 
best of farmers, and, between chews 
and whittles discuss the matter at 
hand, the crop situation, cattle, 
sheep and hogs. He could do this 
all day long and the next day and 
the next, if necessary, and con- 
clude his visit with a signed order 
or not. 

“In our reverting to form, we 
have not gone back as far as the 
salesman pictured in the preceding 
paragraph, but we have selected 
dealers who know something about 
farmers and their habits, who 
know that a hog usually has a 
curly tail and if you don’t put a 
ring in an old sow’s nose she is 
likely to root up the orchard. 
These dealers are expected to con- 
fine their efforts entirely to the 
rural communities. We _ cannot 
expect them to successfully deal 
with any city folks who might be 
prospects for lighting systems 
such as ours. 








“We have found it a good policy to sell a farmer a plant 
just a little larger than he plans for. Regardless of what 


he plans on electrifying, it will not be long before he puts 
additional appliances at work and in other ways increases 


the demand for electricity.” 
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the other hand the city 
dealers, those handling the electric 


“On 


refrigerators cannot . successfully 
handle the farm trade, so we let 
the farm lighting dealers handle 
electric refrigerators in the 
country, for it is quite evident that 
many of the salesmanship princi- 
ples involved in the selling of a 
farm lighting unit to a farmer will 
apply to the sale of an electric 
refrigerator to his wife. In fact 
the possibilities of electric re- 
frigeration may in many~ instances 
be the primary cause of the farmer 
installing a generating plant. 
“This brings us to an import- 
ant point in selling farm lighting 
units—that of capacity. 


Sell Proper Capacity 
“We have found it a good policy 
to sell a farmer a plant just a 
littie larger than what he plans 
for. Regardless of what he plans 
on electrifying, it will not be long 
before he puts additional appli- 
ances at work, extends the light- 
ing system and in other ways in- 
creases the demand for electricity. 
If you sell him a plant capable of 
meeting his needs at the time of 
purchase, it will not be six months 
before he is holiering his head off 
because the equipment won't take 
care of his wants. Then it is 
necessary to sell him a larger unit 
and take the old unit in as a part 
payment. By anticipating the 
farmer’s future needs—within rea- 
son of course—and selling him a 
larger unit than he needs at first, 
we have saved ourselves the 
necessity of handling used ‘units; 
a most distasteful task at best. 
Our usual custom is to figure out 
the capacity sufficient to meet the 
‘ustomer’s present needs, then sell 
him a plant one size larger. Never 
yet have I seen a farmer who did 
not increase the number of elec- 
trical appliances on his farm after 
he installed a lighting system. 
“The credit system applies to the 
sale of lighting units to farmers 
just as it does to the sale of elec- 
trical appliances to the city folks. 
The terms, however, differ with 
the type of farming that the 
customer follows. If he depends 
upon a crop for his money, he gets 
his pay once a year; if he runs a 
dairy farm, he will receive milk 
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checks once a week or once a 
month and can meet his obliga- 
tions on the installment plan. 


Check Up Credit 


“While we investigate the credit 
standing of our farmer customers 
just as carefully as we do that of 
our city customers, we find that 
the farmer’s credit is usually 
much better. The electrification of 
the farm home and farm buildings 
proves such a convenience after it 
is installed that the farmer will 
do almost anything to meet his 
financial obligations in order to 
retain it. As a result, we have not 
repossessed three units out of all 
of the sales we have made in three 
states in the past several years. 

“I have been in both games 
farm lighting and electric refri- 
geration—and I feel that there is 
more real romance in the farm 
lighting field than there is in the 
other. Furthermore, you never 
know where you will discover a 
hot prospect. From past experi- 
ences, I have come to the con- 
clusion that the salesman should 
never pass up a farm because of 
the unsastisfactory appearances of 
it. Over in northeastern Colorado 
in a one room adobe farm house 





that has been illuminated by a 
Delco light outfit for several 
years. The rancher has two lights 


in the house, several in the barn 
and chicken houses. The average 
salesman would pass up that sort 
of a place. It was only by chance, 
perhaps, that we called on that 
farmer. 

“We found him interested in a 
lighting plant, despite the deso- 
lateness of his habitation. He 
declared, however, that he ex- 
pected to build a new home shortly 
whereupon he would buy a plant. 
We countered by suggesting that 
he buy the plant now, enjoy its 
use and then when he constructed 
his new home, we'd be willing to 
make the necessary wiring 
changes. That was more than four 
years ago. He hasn’t built the 
house yet. See where we would 
have been had we accepted his 
first excuse and had retained his 
name on our prospect list for 
periodical calls to see whether he 
had built the new house.” 
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Bob’s Page 


Devoted to Merchandising of Electrical 
Equipment in Rural Communities 
Conducted by Robt. J. Fulton 





If They’re from Mis- 
souri Show ’Em! 
INDBERGH could not have 


crossed the Atlantic in an air- 
plane that was the leading model 
twelve or more years ago. It is 
equally useless for dealers. to try 
to boost their business with sales 
methods that were effective in the 
days when “merchandising” meant 
“keeping store.” 

To make a profit out of featur- 
ing farm electric plants, water sys- 
tems, electric motors and other 
modern farm equipment, it’s neces- 
sary to keep pace with the times. 
Proper display and advertising of 
the lines you handle are ele- 
mentary. But is that all the 
secret of successful selling? 

Take electric motors, for in- 
stance. What will motors do that 
persuades your farm prospects to 
buy them? Farmers are not yet 
fully acquainted with the charac- 
teristics of electric motors, and the 
more you know and can demon- 
strate, the more motors you will 
sell. 

The Ohio dealer who sold the 
two 5 H.P. portable chore motors 
shown below talked to these 
farmers about the higher cost and 
greater bother of old time power 
methods. How they had to fill 
their gas engines, then crank them, 
perhaps fuss with several kettles 
of hot water, and after working a 
long time, find the valves had to be 
cleaned up. Once started, didn’t 
they have to stay close by to keep 
them running? Compare with the 
electric motor—just the turn of a 
switch, and it does the work with- 
out being watched. 

Fine sales talk, but what actually 
sells the most motors? It’s show- 
ing the farmer what economy and 


convenience there is in using elec- 
tric power for his chores, right out 
on his own or a neighbor’s farm. 

The farmer is the Nation’s larg- 
est user of power. Just count the 
number of farmers who have high 
line service within five to ten miles 
of your store and you have the 
minimum number of motors you 
can sell this year. Many electri- 
fied farms ate already using as 
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NS 
(1.) On_the farm of J. O. on, Washington 
Court House, Ohio, this H. P. motor has 
been grinding feed for Ba. a year without 
any service calls on the dealer. For a 
fraction over 1c per bushel, the Hammer 
Mill operating at 3,400 RPM from the motor 
turns out 28 bushels of Oats, medium fine, 
> Wilson has also ground 
2,500 Ibs. of oats, rye, barley and corn in 
for le per bushel cost. 


Burr Mill, 
tl moves motor forward @ 
couple of feet, sets the ground spike at end 
of tongue in a hole to hold it, and he’s 
all ready to erind J for himself / and 
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(2.) On the W. A. Hoppes farm in the same locality, this 5 H.P. 

portable farm motor runs a cob and corn crusher and a stone burr 

mill. The motor is easily moved to another barn to operate a grain 
elevator. 


many as twenty motors, and swear- 
ing by them—not at them. The 
personal contact you can make, the 
first-hand advice you can give on 
correct types, speeds, pulley sizes, 
etc., is a big advantage—but don’t 
wait for these farmers to come to 
you. Go out and show them why 
they need motors and the other 
electrical time-savers and money- 
makers in your line. 


New York Prepares 
Some Farm Electric Data 
og ony collected in New 

York State from 1,800 farm users 

of electricity representing 15 of the 
55 agricultural counties discloses 
some interesting facts. Two-thirds 


. utility service; 


of them obtain their power from 
utility systems; the others from 
individual farm plants. It is be- 
lieved that this is the approximate 
proportion that exists when all 
New York farm users of elec- 
tricity are considered: 43,200 have 
20,000 using home 
plants. The farmers who use elec- 
tricity for milking machines con- 
sume 93% more energy per year 
than those who do not. The farmer 
with a large dairy farm, producing 
cash crops in addition to milk, is 
the most generous user of elec- 
tricity. Eight of these farms aver- 
age over 1,000 kilowatt hours a 
year. About one-fourth of the 
farms studied are using lights for 
egg production. 
































HE United Power & Light 

Corporation faced a Hercu- 

lean task when it began 
featuring electric appliances in its 
sales rooms located in fifteen Kan- 
sas towns and cities, with head- 
quarters at Abilene. This is 
rural territory, where small towns 
are the rule. Most of the corpora- 
tion’s business in appliances has 
been developed during the past 
four years. Owing to its large 
territory, time was required to plan 
and perfect the sales organization. 
During 1928, about as many elec- 
tric refrigerators, ranges, and 
other appliances were sold as had 
been distributed during the past 
three years. 

Emmet Waring is supervising 
sales manager for the entire ter- 
ritory. Each of the fifteen sales 
rooms has a local manager, who 


accessible manner. This view 





DEALER SECrION—ELECTRICITY ON THE FARM 


The United Power & Light Corporation of Kansas believes in dis- 
playing the line of appliances it handles in an attractive an 
is of their retail sales room at 
Florence, 





This Business is Built on 
a Service Basis 


By CLEMENT WHITE 


directs publicity and sales activities 
in his territory. Fifty trained 
sales people seek new customers 
and demonstrate appliances. Thirty 
delivery trucks and trouble cars 
are kept busy delivering merchan- 
dise and speeding up service work. 

“The same aggressive sales 
methods are in use in all of our 
sales rooms,” said a district man- 
ager. “The major appliances feat- 
ured in our display rooms are elec- 
tric ranges, refrigerators, washers, 
sweepers and table appliances. Our 
business in electric sweepers has 
increased to such proportions that 
three salesmen devote their entire 
time to this line, in addition to the 
business recruited by the general 
sales staff. We were the first to 
introduce electric sweepers in small 
towns and rural territory, and the 
results of our sales activities have 


Kansas 
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Corner of retail store of United 
Corporation at Abilene, 
Kansas 


exceeded our expectations. 

“Up to the present, our sales 
activities have been confined 
largely to urban territory, but be- 
cause of the large area of prosper- 
ous agricultural districts surround- 
ing our sales rooms, we have 
outlined an intensive publicity 
and demonstration activity for 
recruiting new rural business. 
Since we are now serving hun- 
dreds of rural patrons, our prob- 
lem is to give these farmers a 
comprehensive insight into the ad- 
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General office and sales room of 
United P. & L. Corporation at 
Abilene 


vantages of electrical servants. We 
are doing this mainly by featur- 
ing a variety of appliances of 
especial appeal to farm customers. 
Among our leaders are electri- 
cally operated feed grinders, water 
supply systems and pumps. 

“In order to transact a profit- 
able business in electric appliances 
with farm folks, it is essential to 


give individual prospects a come 
prehensive understanding of the 
merits of the equipment, and 


show them how it will meet their 








Build a Big 
Farm-Light 
Business on this 
Exclusive 
Principle 


farm-light prospect and say: 


bring you. 





\ ELECT 


| Evansville, 
| 





With the Sunbeam, you can go to your 


| 

| two big savings that only the Sunbeam 
exclusive and revolutionary principle can 
| 


Besides economy you have dependability, safety, simplicity and 
trouble-free operation to sell him. 


Write today for our unusually profitable franchise offer—a real 
foundation for a successful business. | 


NBE: 
df e/ A oa 


WFARM-LITE 


Starts, Oils, Regulates and Stops Itself 
SUNBEAM ELECTRIC MANUFACTURING CO., 


Mfrs. of Railroad Lighting Equipment Since 1883 





are 


Small batteries carry loads 
up to 150 watts—plant starts | 
| 
| 


automatically on heavier 


loads 






RIC 


Indiana 
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_— 
BATTERIES for 
Farm Light Plants 


Write for new attractive dealer’s 
proposition on this and other 
S.O.S. batteries. 

S.0.S. are better because of 
superior design and materials. 
You  . earn bigger profits with 


8.0.8 


Victor Storage Battery Co. 
Rock Island, Illinois (Est. 1914) 













The Cullman 
Electric Pump 
Drive with-the 
Cullman Well 
Casing Head 


This unit oper- 
ated by an Au- 
tomatic Pres- 
sure Control 
switch is the , 
foundation of a { 
complete auto- 
matic water 
system for deep 
or shallow wells. 
It is something that will appeal 
to all your electrified customers. 


Send for literature and prices. 


Cullman Wheel Co. 


1342 Altgeld St., 
Chicago, Il. 
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Our program for 


specific needs. 
encouraging farmers to _ protit 
from electrical equipment 1s _re- 
cruiting new business. Our mini- 
mum ‘hook on’ charge is $250 for 
the rural customer, and we im- 
mediately present him with an 
electric range and refrigerator. We 
do this in order to make it easy 
for rural prospects to prove to 
their satisfaction that they need 
electric appliances. As soon as a 
farmer and members of his family 
test the advantages of electrical 
service, they become good pros- 
pects for various modern appli- 
ances. 

“As a part of the promotion for 
our rural activity, we are distribut- 
ing an 18-page illustrated booklet, 
describing the many ways in which 
nine practical farmers are deriving 
more pleasure out of life, and mak- 
ing more money, through the use 
of electric appliances. The booklet 
presents in pictures and in story 
the advantages of the electritied 
farm in practice. Data on the cost 
of appliance operation is also given. 


Farmers Want Facts 


“Concrete facts which tell the 
story of greater efficiency and in- 
creased profits are most effective 
for interesting farmers in such 
appliances as fresh water pumps, 
water supply systems, feed 
grinders, etc. One of our 
customers pumps water for 5,000 
sheep with his electrically oper- 
ated pump at a cost of five cents 
a day. Another customer milks 
twenty cows twice a day with an 
electric milker at a cost of $1.80 
a month. These are the kind of 
arguments which win __ business 
from farmers. 

“We make special drives for 
new customers throughout the 
year, and find canvassing cam- 
paigns are of great value for in- 
creasing the demand for ranges, 
washers, ironing machines, re- 
frigerators, sweepers and_ other 
popular appliances. In our cam- 
paigns, we aim to thoroughly 
cover each district, giving special 
attention to newcomers. System- 
atic canvassing boosts sales, be- 
cause it permits salesmen to ive 
prospects first hand information 
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regarding the equipment through 
home demonstrations. Many of 
our best customers were secured 
through canvassing campaigns. 

“Rural house wives desire up to 
date facts regarding electric appli- 
ances; this is why we make a 
habit of demonstrating electric 
washers, refrigerators, ironing 
machines, sweepers, etc. Each de- 
monstration, whether in a show 
room or a prospect’s home, stresses 
the modern features of the appli- 
ance, its range of service, ecoromy 
and adaptability to meet the in- 
dividual prospect’s specific needs. 

“Repeat orders from rural cus- 
tomers are a big help in swelling 
sales volume; our method of 
securing repeat orders is to co- 
operate with customers, and 
assist them to make effective and 
profitable use of modern electric 
appliances.” 

Attractive stock display is char- 
acteristic of each United Power & 
Light show room; plate glass 
fronts are provided, and_ special 
attention is given to installing 
sightly fixtures. ; 

“Our first care is to keep well 
assorted stocks of electric appli- 
ances on display. We systematically 
departmentize our stocks so that 
prospects will at once see appli- 
ances which interest them. We 
tie up neatly arranged stock in the 
show room with attractive window 
displays which awaken prospects’ 
interest. We have a new display 
once a week, and we find season- 
able appliances to be of maximum 
value for arresting attention. 

“Aggressive advertising cam- 
paigns have been a big factor in 
boosting our sales. Our greatest 
trade increase comes from news- 
paper advertising. We spend three 
per cent on sales for this form of 
publicity, and find it the most effec- 
tive means of reaching prospects. 
It is of special value for educating 
the public on new appliances. The 
best results are secured from news- 
paper advertising by featuring 
specific values and stressing qual- 
ity. We use newsy copy; we favor 
iliustrated advertisements that win 
the confidence and goodwill of 
prospects by emphasizing our abil- 
ity to see that each patron is 
pleased.” 


ELECTRICITY ON THE FARM 
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papers. And no wonder! 
We can close these 
handle them. Can 
selling “A” 


you use 











“ELECTRIFY YOUR “RADIO 
By Plugging Into Any Light Socket of 
Your 32-Volt Plant” 


We get hundreds of replies from this ad now running in farm 
KATO Radio Power Units are the 
yest in the field—endorsed by Delco and Westinghouse engineers. 
inquiries direct but we'd 
the extra 
and “B” Battery Eliminators? 


Write for our attractive dealer proposition. 


KATO ENGINEERING COMPANY 


rather have you 
profits from these fast- 





727 Sor South Front Street, Mankato, Minnesota, L uu. Ss. A. 








Water Systems Popular 


Press reports recently issued by 
the Department of Commerce show 
in a very interesting manner the 
growth in sales of domestic pumps 
and water supplv systems. For 
the year 1928—15,075 deep well 
units of 3 h.p. and less were sold; 
of the shallow well tyne of pump 
under 250 gallons per hour, 71,238 
were marketed, while of the 250 
to 499 gallons per hour size, 27,475 
were sold. The demand for pumps 
of 500 gallons per hour and over 
was markedly less totaling only 
3,948 for the year. 


Farm Displays 
(Continued from page D6) 


trying his hand at catching elusive 
finny specimens. (Yes, they were 
there, too, to the delight of juve- 
nile spectators). The front of the 
house was spic and span, the 
farmer’s wife evidently finding 
time, due to electrical equipment, 
to keep it immaculate. As she 
swept her porch, she, too, looked 
cool and clean. 


The Electric Pump in Action 


Another type of specific display 
is that which features one appli- 
ance. This was effectively done 
by the Jones Electrical Co., Hutch- 
inson, Kansas, in a window about 
six feet square. The electric pump 
was shown in action by setting the 
appliance about the middle of the 
floor, which had been holed to in- 
sert a rubber tube connecting with 
a tube of water under the window 


base. Beside the pump was a 
bucket, the pump spout discharg- 
ing the water into the same. 


Cleverly concealed on the rear side 
of the bucket was a pipe running 
from near the top of the same. 
The pipe ran through the hole to 
the tube below the floor. As fast 
as the bucket was filled, the water 
ran back into the pump, where it 
was pumped back again into the 
bucket. 


Young Housewife: “Are you sure 
that this cleaner you are selling will 
take out all the dirt?” 

Utility Man: “Will it? Say, lady, 
yesterday I ran it over a copy of Cap- 
tain Billy’s ‘Whiz Bang’ and when I 
got through I had ‘The Sunday School 


Gazette’.” 








CLASSIFIED ADVERTISING 





Here is the opportunity you have been 
waiting for: Power and light that your 
farmer prospects can_ afford. New 
Dyneto power and light and battery 
charging generators which have a ca- 
pacity of 20 lights, 32 to 40 volts, ball 
bearing, generous commutator, new 
model, parts always obtainable, equipped 
with pulley, ready to run. They can 
be operated from a one to two horse- 
power ordinary gas engine. Shipping 
weight, 75 lbs. Special price, $28.00. 
Retails for $85.00. Switchboard for the 
above, $22.50; batteries, $48.50. Lar- 
gest stock of motors and generators in 
the Northwest. Do not buy, consult us 
first. Write, wire, or call GENERAL 
DISTRIBUTING COMPANY, SE 
CURITY STORAGE BUILDING, 
DULUTH, MINNESOTA. 





LIGHTING FIXTURES can be sold profit- 
ably to every town and country home if you 
have the right factory connection. Thou- 
sands of new prospects are wiring for central 
station or private plant service this Spring. 
Write today for our new catalog and prices, 
(nAPMAN LIGHTING STUDIOS, 640 West 
Lake St., Chicago 
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Demonstration 
Car “Sells” Elee- 


tricity to Farmers 
By C. W. GEIGER 


E IGHTEEN years ago the 
Pacific Gas & Electric Com- 
pany’s.agricultural “load” in the 
Sacramento Valley was neg- 
ligible. Just about thattime, 
however, this company got busy, 
and the first thing done to draw 
the attention of residents of the 
Sacramento Valley and 
where in the interior of Cali- 
fornia to the availability of elec- 
tric power for agricultural pur- 
poses was the construction of a 
traveling exhibit in the form of 
a railroad car supplied by the 
Northern Electric run over its 
lines. Its interior was fitted up 
by the Pacific Gas & Electric 
Company with working models 
of electric motors and pumps 
and various other devices for the 
use of electricity on the farm. 
This demonstration car traveled 
altogether. upwards of 500 miles 
and entertained, on an estimate, 
6000 people. It is worth while, 
perhaps, to quote from the 
“Pacific Service” booklet issued 
for distribution to visitors to the 
car: 

CHOOSE ELECTRICITY ! 
Irrigation by electrical pump- 
ing is superior to any other 
method because 

The water is under complete con- 
trol of the land owner. 

The irrigator is not dependent on 
his neighbors. 

The water is flowing in an instant, 
day or night. 

The machinery has no _ compli- 
cated parts to keep in repair. 
There are no boilers to explode. 
There is no gasoline tank to catch 
on fire. 

It is cheaper to install. 

It costs less to operate. 





(Continued on next page) 
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_ Blue Ribbon | 
Electric Milker 





A Portable Milker Requir- 
ing No Installation 

The only milker on the Ameri- 

can market that is a complete 

| unit in itself. It operates from 
| high line or farm light plant. 

You need this milker as an 

addition to your present line. 

Write us at once as we have a very 

attractive dealers’ proposition for you. 


| Electric Products Corporation 
7 Bluff Avenue, 
La Grange, Il. 


























Dealers’ Handy Guide, Illus- 
trating Electrical Supplies, 
Appliances, Fixtures and Radio 


FREE WRITE FOR 


YOUR COPY 


Op Leelee Supply @. 


33 N. Union St. 89-39th St. 





Chicago, Ill. Brooklyn, N. Y. 
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Interior of car equipped by Pacific Gas & Electric Company to dem- 
onstrate the uses of electric service on farms 


The cost of electricity is growing 
less every year. 

It is easily and quickly started. 

It is on the job day and night. 

It brings power to the barn for 
doing the chores. 

It brings light for 
emergencies. 

It brings a 


sudden 


lower insurance rate 


on barn and house. 
It brings a cool breeze for the hot 
summer day. 








Portion of car exhibit illustrating agricultural uses of electric‘ty 


It brings a gentle warmth for 
chilly spring or autumn days. 

It brings a soft, pleasing light 
for the long winter evenings. 

It makes the Sabbath a day of 
rest for the housewife. 

It brings the possibility of dainty 
dishes for the invalid. 

It brings more profit, comfort and 
pure joy of living to the farm than 
any one element of life. 
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